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The  tourism  industry  in  Alberta  presently  creates  an  estimated  100,000  full-time,  part- 
time  and  seasonal  jobs.  By  the  year  2000,  tourism  has  the  potential  to  provide 
220,000  jobs  for  Albertans.  This  tremendous  potential  for  growth  represents  both  an 
opportunity  and  a  challenge. 

The  Alberta  Tourism  Education  Council  is  responding  to  that  challenge.  The  mandate 
of  the  Council  is  to  stimulate  and  integrate  the  resources  of  industry,  government  and 
education  to  meet  the  present  and  future  education  and  training  needs  of  Alberta's 
tourism  industry. 

One  of  the  important  initiatives  undertaken  by  the  Council  is  the  development  of 
standards  for  occupations  within  the  industry.  Standards  now  exist  for  various 
positions  in  the  food/beverage/accommodation  and  adventure  tourism/recreation 
sectors.  In  addition,  several  sets  of  standards  exist  which  are  applicable  to  all  sectors 
of  the  tourism/hospitality  industry.  Development  of  standards  is  ongoing,  leading  to  a 
range  of  standards  for  key  occupations  in  all  sectors. 

Another  initiative  of  the  Council  is  the  development  of  a  province-wide  process  for 
certification.  Certification  is  designed  to  provide  individuals  currently  working  in  the 
tourism  industry  with  an  opportunity  to  demonstrate  their  knowledge  and  skills  and 
receive  industry-recognition  for  their  achievements.  Certification  enables  employees  to 
further  career-development  goals  and  allows  employers  to  hire  staff  that  are  trained  to 
a  measurable  level.  This  in  turn  enhances  the  image  of  the  industry  and  attracts 
energetic  and  talented  individuals  to  the  many  exciting  and  rewarding  career 
opportunities  available. 

If  you  would  like  more  information  on  how  you  can  benefit  from  these  certification 
standards,  please  call  or  write: 


Alberta  Tourism  Education  Council 
1700  Standard  Life  Centre 
10405  Jasper  Avenue 
Edmonton,  Alberta 
T5J  3N4 
Phone:  (403)  422-0781 
Fax:  (403)  422-3430 
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T  STANDARDS  OVERVIEW 


WHAT  ARE  STANDARDS? 

Standards  are  statements  outlining  what 
an  individual  must  know  and  the  skills 
and  attitudes  required  of  that  individual  to 
be  considered  competent  in  an 
occupation. 

WHY  DEFINE  STANDARDS? 

People  working  within  the  tourism 
industry  have  been  labelled  as  unskilled 
workers.  This  stereotype  is  far  from  the 
truth.  Central  to  the  mandate  of  the 
Alberta  Tourism  Education  Council  is  the 
enhancement  of  the  image  of  hospitality 
within  both  the  industry  and  the  general 
public.  Defining  standards  is  one  way  to 
help  increase  awareness  of  the  broad 
range  of  skills  required  of  those  working 
within  this  industry. 

HOW  ARE  STANDARDS 
DEVELOPED? 

These  standards  were  developed  from 
information  provided  by  two  industry 
committees.  The  Industry  Validation 
Committee  (IVC),  consisting  of 
individuals  working  within  this  occupation, 
provided  the  information  from  which  a 
complete  description  of  necessary  skills 
was  generated.  The  standards  were 
written,  and  feedback  was  then  provided 
by  the  Standards  Industry  Advisory 
Committee  (SIAC),  which  is  also  made 
up  of  individuals  working  in  this 
occupation.  The  IVC  then  met  to 
validate  the  standards,  considering  the 
feedback  from  SIAC  as  well  as  their  own 
suggestions. 


A  minimum  of  40  professionals  from  the 
occupation  are  directly  involved  in 
developing  each  set  of  standards. 

WHO  BENEFITS  FROM 
STANDARDS? 

Eventually,  all  Albertans  will  benefit  from 
the  monitoring  of  performance  in  relation 
to  industry  standards.  As  standards  gain 
recognition,  industry  professionals  will 
maintain  or  increase  personal  skills, 
resulting  in  direct  benefits  to  local  and 
visiting  consumers. 

Specific  groups  who  can  benefit  from 
standards  are: 

Service  Professionals 

-  standards  help  identify  career  paths 

-  standards  enhance  the  public  image 
of  service  professionals 

-  standards  provide  a  basis  for 
challenge,  self-improvement  and 
advancement 

-  standards  provide  the  basis  for 
certification,  based  upon  competent 
performance 

Employers  and  Owners 

-  standards  define  areas  where 
employees  must  be  proficient,  which 
assists  in  recruiting,  training  and 
development  of  staff 

-  standards  provide  employers  and 
owners  with  a  highly  trained  work  force, 
which  can  increase  productivity  and 
decrease  costs  incurred  by  high  staff 
turnover,  translating  into  an  improved 
bottom  line 
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Educators 

-  standards  provide  the  basis  for 
curriculum  and  program  development 

-  standards  identify  areas  of  industry 
where  educational  expertise  is  needed 
and  applicable 

Students 

-  standards  help  to  promote  the 
tourism  industry  as  a  viable  and  fulfilling 
career  choice 

-  standards  allow  visualization  of 
career  options  within  the  tourism 
industry 

HOW  ARE  STANDARDS  READ? 

Major  Categories  are  located  in  the 
outer  margins.  These  indicate  the 
general  skill  area  within  the  occupation. 

Skills  are  located  in  the  left-hand 
column.  These  indicate  abilities  service 
professionals  must  demonstrate  to  fulfil 
the  requirements  of  the  position  properly. 

Standards  are  located  in  the  right-hand 
column.  These  specify  what  a  service 
professional  must  do  and  provide  the 
knowledge  necessary  to  accomplish  the 
task.  The  centre  column  identifies  the 
standard  as  either: 

-  K  (knowledge  task)  -  what  a  service 
professional  must  know  to  be  considered 
competent  in  a  skill,  or 

-  P  (performance  task)  -  what  a 
service  professional  must  demonstrate  to 
be  considered  competent  in  a  skill,  based 
on  the  requirements  as  stated  in  the 
knowledge  standard. 


HOW  DO  STANDARDS  RELATE  TO 
THE  CERTIFICATION  PROCESS? 

Standards  are  used  as  the  basis  for  the 
implementation  of  a  three-step  province- 
wide  certification  process  for  industry 
personnel.  The  initial  step  is  a  multiple 
choice  examination  which,  when 
successfully  completed,  is  followed  by  a 
performance  evaluation  completed  by  a 
supervisor  in  the  work  place.  The  third 
step  is  a  performance  evaluation 
conducted  by  a  certified,  trained  Alberta 
Tourism  Education  Council  evaluator. 

WHAT  DOES  ^COMPANY  POLICY' 
MEAN  IN  STANDARDS? 

The  Alberta  Tourism  Education  Council 
recognizes  that  an  establishment  may 
have  internal  policies  that  affect  the  way 
in  which  a  skill  is  performed.  Therefore, 
some  standards  have  'with  consideration 
of  company  policy'  added  to  the 
performance  portion  of  the  standard  for 
certification  purposes. 

The  knowledge  portion  of  these 
standards  contains  the  typical  generic 
policy  with  which  the  employee  should  be 
familiar  in  order  to  challenge  the  written 
examination.  By  learning  or 
demonstrating  an  accepted  generic 
standard,  the  certified  professional  gains 
the  advantage  of  greater  job  mobility,  as 
well  as  an  appreciation  of  other  ways  of 
accomplishing  tasks. 

Company  policy  does  not  replace  the 
generic  standard;  rather,  it  allows  the 
Alberta  Tourism  Education  Council 
evaluator  to  determine  if  performance  is 
to  the  standard  or  follows  a  particular 
company  policy.  The  evaluator  will  not 
fail  candidates  for  following  policies  of 
their  establishments. 


iii 


ALBERTA 
TOURiSM 
EDUCATION 
COUNCIL 


DIRECTOR  OF  SALES  AND  MARKETING 


ACKNOWLEDGEMENTS 


The  Alberta  Tourism  Education  Council  would  like  to  recognize  the  following 
individuals  and  organizations  for  their  expertise,  time  and  energy  without  which  the 
development  of  these  standards  would  not  have  been  possible. 


INDUSTRY/EDUCATION  REPRESENTATIVES 

Shelly  Achtymichuk,  Sheraton  Plaza,  Edmonton 

Catherine  Aylesworth,  Calgary 

Richard  Benfield,  Banff/Lake  Louise  Chamber 

of  Commerce 
Ben  Bosch,  Ben  Bosch  Consulting,  Edmonton 
Sandra  Bosch,  Edmonton  Inn 
Victor  Burt,  Westin  Hotel,  Edmonton 
Charlie  Campbell,  Coast  Terrace  Inn, 

Edmonton 

Linda  Chorney,  Ramada  Renaissance  Hotel, 
Edmonton 

Danny  Crowell,  Westin  Hotel,  Edmonton 
Audrey  DeBaghy,  Banff  Springs  Hotel 
Catherine  DiMaggio,  Sheraton  Cavalier,  Calgary 
Bob  Dunham,  Edmonton  Convention  Centre 
Mark  Faubert,  Nakiska  Ski  Area,  Kananaskis 
Bob  Findlay,  Grey  Goose  Bus  Lines,  Edmonton 
Ken  FIsk,  Mt.  Norquay  Ski  Area,  Banff 
Hap  Freeman,  Universal  Fun  Finders,  Calgary 
John  Gilchrist,  Glenbow  Museum,  Calgary 
Dave  Leslie,  Air  Canada,  Edmonton 
Carl  Link,  Link  Hospitality  Consultants  Ltd., 
Calgary 

Carmen  Loberg,  Time  Air,  Calgary 

Susan  Lysachok,  Alberta  Career  Development 

and  Employment,  Bonnyville 
Joan  McKay,  Port  O'Call  Inn,  Calgary 
Gerry  Muza,  Kilmorey  Lodge,  Waterton  Park 
Patti  Nicholl,  Edmonton  Hilton 
Linda  Pellis,  Edmonton  Hilton 
Deborah  Pitura,  West  Harvest  Inn,  Edmonton 
Roger  Pollock,  Edmonton  Northlands 
Neil  Reiger,  Smitty's  Restaurant,  Edmonton 
Wayne  Reimer,  Lethbridge  Lodge 
Mark  Riegert,  Lake  Louise  Ski  Area 
Brian  Rode,  Marmot  Basin  Ski  Resort,  Jasper 


Frank  Snyder,  Canadian  Hotel  Sales 
and  Mari<eting  Executives,  Toronto 

Larry  Swaren,  Edmonton  Convention 
Centre 

Bill  Teichgraber,  Edmonton  Hilton 
Marianne  Thiesen,  Chateau  Lake 
Louise 

Leslie  Vanderzwet,  Lake  Louise  Ski 
Area 

Marc  Veillette,  Edmonton  Tourism 
Martin  Von  Neudegg,  Canadian 
Mountain  Holidays,  Banff 

CONTRIBUTING  ORGANIZATIONS 
AND  INSTITUTIONS 

Alberta  Career  Development  and 
Employment 

Alberta  Hotel  Association 

Alberta  Tourism 

Canadian  Hotel  Sales  and  Marketing 
Executives 

Centre  for  Career  Development 
Innovation 


We  apologize  if  we  have  overlooked 
any  contributors  to  this  project.  Please 
let  us  know  if  your  are  aware  of  any 
omissions. 


IV 


DIRECTOR  OF  SALES  AND  MARKETING 


ALBERTA 
TOURISM 
EDUCATION 

COUNCIL 


TABLE  OF  CONTENTS 


▼  Introduction  i 

▼  Standards  Overview  ii 

▼  Acknowledgments  iv 

A.  PREREQUISITE  5 
1 .  Possess  Prerequisite 

B.  LEADERSHIP  6 

1 .  Motivate  Others 

2.  Outline  How  to  Focus  on  Success 

C.  ATTITUDE  13 


1 .  Exhibit  Attributes  of  Positive  Attitude 

2.  Establish  Positive  Business  Reputation 

D.  OPERATIONS  AND  FINANCIAL  MANAGEMENT  15 

1 .  Manage  Budget 

2.  Develop  Departmental  Objectives 

E.  MARKETING  18 

1.  Know  Fundamentals  of  Marketing 

2.  Evaluate  Product 

3.  Evaluate  Market 

4.  Develop  Promotional  Plan 

5.  Determine  Public  Relations  Requirements 


1 


DIRECTOR  OF  SALES  AND  MARKETING 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


F.  STAFF  MANAGEMENT  34 

1.  Hire  Staff 

2.  Train  Staff 

3.  Monitor  Staff  Performance 

G.  PROFESSIONAL/PERSONAL  DEVELOPMENT  42 

1 .  Use  Management  Skills 

2.  Upgrade  Industry  Awareness 

H.  INTERDEPARTMENTAL  COMMUNICATION  46 

1.  Communicate  with  Immediate  Supervisor 

2.  Communicate  with  Other  Departments 


2 


ALBERTA 
TOURISM 
EDUCATION 

COUNCIL 


DIRECTOR  OF  SALES 
AND  MARKETING 


Note:  Where  reference  is  made  to  legislation,  the  reader  is  expressly  advised  to  consult  the  original 
legislation,  and  to  obtain  further  advice  as  required. 
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1.1     possess  prerequisite 
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possess  prerequisite: 

proof  of  successful  completion  of  the  Alberta 
Tourism  Education  Council's  written 
examination  for  Sales  Manager 


A. 

PREREQUISITE 
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SKILL  1: 
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1.1     motivate  sales  staff 


B. 

LEADERSHIP 


1 .2     provide  opportunities 
for  professional 
development 


K 


K 


describe  how  to  motivate  sales  staff: 

a)  determine  individual  motivational 
needs  by  observing  and  evaluating 
performance  and  goals 

b)  provide  opportunities  for  professional 
development,  e.g.  encourage  outside 
courses,  additional  training 

c)  use  positive  reinforcement  to 
maximize  performance,  e.g.  incentive 
programs,  awards 

d)  encourage  sales  staff  to  seek 
guidance  when  necessary 

e)  be  a  role  model,  e.g.  exhibit  sales 
and  marketing  mentality 

f)  provide  professional  office/working 
space,  e.g.  positive  mental  and 
physical  environment 

g)  ask  for  suggestions  from  staff 

h)  make  recommendations  to  superior 

motivate  sales  staff  as  outlined  above 

describe  how  to  provide  opportunities  for 
professional  development: 

a)  identify  need  or  interest 

b)  recommend  instruction  method,  for 
example: 

•  training  seminars 

•  regular  sales  meetings 

•  demonstrations 

c)  provide  needed  resources,  for 
example: 

•  time  to  take  outside  courses 

•  resource  and  educational 
materials 

•  be  available  to  guide  staff 


6 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 

MOTIVATE  OTHERS 


1.2  cont'd  d)  maximize  benefits: 

•  encourage  successful  completion  of 
courses  and  seminars 

•  ask  staff  to  share  knowledge  gained, 
e.g.  ask  for  report  or  presentation 

e)  evaluate  results: 

•  look  for  improvement  in 
individual/bottom  line  performance 

P  provide  opportunities  for  professional 
development  as  outlined  above 

1.3  describe  areas         K  describe  areas  requiring  instruction: 
requiring  instruction 

a)  market  planning: 

•  procedures 

•  company  mission  statement 

•  marketing  research 

•  marketing  plan 

b)  product  knowledge: 

•  government  regulations 

•  details  about  products 

c)  knowledge  of  competition's  products  and 
services 

d)  industry  knowledge: 

•  new  agencies 

•  product  trends 

•  improvements 

•  community  attractions 

•  events 

e)  selling  skills: 

•  researching,  developing  and 
maintaining  client  files 

•  using  sales  tools 

•  qualifying  clients 


DIRECTOR  OF  SALES  AND  MARKETING 


ALBERTA 
TOURISM 
EDUCATION 

COUNCIL 


SKILL  1: 

MOTIVATE  OTHERS 


1 .3  cont'd 


B. 

LEADERSHIP 


making  sales  presentations 
overcoming  objections 
closing  sales 
writing  sales  contracts 
following-up  and  confirming  sales 
resolving  complaints 
communication  skills: 
writing 
reading 
speaking 
listening 
non-verbal 

g)  human  relations  skills,  i.e.  customer, 
staff  and  public  relations: 

negotiating 
general  interaction 
presentation 
interviewing 
meetings 
telemarketing 
networking 

h)  administration: 
record  keeping 
invoicing 
budgeting 
expense  accounts 
reporting 
house  policies 

office  equipment  procedures 

i)  personal  and  professional 
development: 

•  management  skills 

•  communication  skills 

•  awareness  of  industry 
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SKILL  1: 

MOTIVATE  OTHERS 


1.4 


describe  sources  of 
positive  attitude 


1.5 


describe 

characteristics  of 
selling  and 
mari<eting  mentality 


1.6 


describe  importance 
of  teamwork 


K 


K 


K 


describe  sources  of  positive  attitude: 

a)  professionalism: 
expertise  and  experience 
commitment  to  do  best  possible  job 

b)  commitment  to  company: 
common  values 
congnjent  goals 
belief  in  product 

c)  self-confidence: 
belief  in  own  knowledge  and  abilities 
optimism  for  new  challenges 
pride  in  achievements 

d)  personal  presentation: 
positive  presentation  of  self 

client  satisfaction: 
positive  feedback 
repeat  business 

describe  characteristics  of  selling  and 
mari<eting  mentality: 


d) 


knowledge  of  product  and  industry, 
e.g.  able  to  answer  questions 
belief  in  product 

willing  to  accommodate  client,  for 
example: 

•  attend  to  client 

•  anticipate  and  meet  needs 

•  treat  every  client  as  individual 
positive  thinking,  e.g.  belief  in  ability  to 
achieve  positive  results 


describe  importance  of  teamwork: 

a)  success  requires  combined  effort  toward 
common  goal 

b)  all  employees,  regardless  of  role, 
contribute  to  success 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


B. 

LEADERSHIP 
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SKILL  1: 

MOTIVATE  OTHERS 
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1 .6  cont'd 


1 .7     use  strategies  for 
effective  teamwork 


B. 

LEADERSHIP 


K 


c)  working  as  member  of  team  is 
personally  rewarding 

d)  all  employees  are  integral  in  assuring 
customer  satisfaction 

e)  teamwork  produces  consistent 
product  and  service 

describe  strategies  for  effective 
teamwork: 

a)  maintain  regular  and  clear 
communication  with  staff: 

•  hold  regular  staff  meetings  to 
make  announcements,  review 
policies  and  procedures,  discuss 
problems  and  make  decisions 

•  distribute  written  information  by 
newsletter,  information  sheet  or 
memorandum 

•  post  messages,  notices  and 
bulletins 

•  hold  one-on-one  meetings  - 
casual,  informal  and  unplanned  or 
regularly  scheduled 

b)  seek  feedback: 

•  be  receptive  to  staff  input 

•  ask  for  questions  or  comments 

•  maintain  'open  door'  policy, 
e.g.  be  approachable 

•  use  suggestion  box  for 
anonymous  feedback 

•  hold  small,  informal  group 
meetings  to  discuss  business 
improvements 

•  follow-up  and  inform  staff  of  what 
became  of  input 

•  reward  profitable  ideas  or 
suggestions  with  bonuses/rewards 

c)  get  to  know  staff  on  personal  level 
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1 .7  cont'd 
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learn  about  all  components  of  business 
make  contact  with  staff  in  other 
departments: 

•  learn  roles  and  contributions 

•  obtain  feedback  relevant  to  own  area 
of  business 

ensure  role  of  Director  of  Sales  and 
Marketing  is  understood 


use  strategies  for  effective  teamwork  as 
outlined  above 


B. 

LEADERSHIP 


11 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  2: 
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2.1 


outline  how  to  focus  on 
success 


K 


outline  how  to  focus  on  success: 


a)  learn  from  achievements;  determine 
why  things  go  well 

b)  review  past  successes: 

•  define  review  periods 

•  list  positive  outcomes,  for 
example: 

-  results  attained  according  to 
plan 

-  problems  solved 

-  achievements 

•  analyze  actions  that  led  to 
success,  e.g.  why  one  promotion 
was  successful  and  another  was 
not 

c)  reward  success 

d)  repeat  successful  actions  or  activities 


B. 

LEADERSHIP 
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SKILL  1: 

EXHIBIT  ATTRIBUTES 
OF  POSITIVE 
ATTITUDE 


1.1     exhibit  attributes  of 
positive  attitude 


K 


describe  attributes  of  positive  attitude: 


b) 


c) 


d) 


g) 


h) 


interest  in  people,  e.g.  enjoy  meeting 
and  interacting  with  others 
concern  for  service: 

take  pride  in  assisting  others 
anticipate  needs 
leadership: 

assume  responsibility 
take  initiative 
confidence: 

feel  good  about  self  and  abilities 
support  goals  of  company 
assertiveness: 

be  outgoing  and  willing  to  express 
beliefs 

do  not  be  shy  or  withdrawn  in  public 
openness: 

invite  customer  feedback 
admit  and  learn  from  mistakes 
teamwork: 

get  along  with  others 
communicate  effectively,  e.g.  get 
point  across 

co-operate,  e.g.  be  willing  to  assist 
others 

be  pleasant  and  cheerful 
creativity: 

maximize  resources 
consider  all  possibilities  to  solve 
problems  and  find  new  approach 


exhibit  attributes  of  positive  attitude  as 
outlined  above 
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ATTITUDE 
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SKILL  2: 

ESTABLISH  POSITIVE 

BUSINESS 

REPUTATION 


2.1  define  positive  business  K  define  positive  business  reputation: 
reputation 

indication  that  company  is  we  1 1- respected 
by  clients  and  industry  because  of  good 
business  practices,  client  satisfaction  and 
overall  corporate  image 

2.2  establish  positive  K  describe  how  to  establish  positive 
business  reputation  business  reputation: 

a)  ensure  client  satisfaction 

b)  use  ethical  business  practices: 

•  maintain  confidentiality, 

e.g.  respect  privacy  of  information 

•  exhibit  professionalism, 

e.g.  deliver  expertise,  knowledge 
and  skills  without  making  value 
judgements 

•  promise  only  what  can  be 
delivered 

•  exhibit  integrity,  e.g.  deal  fairly 
with  clients,  respect  competitors 

c)  ensure  sales  staff  contribute  to 
positive  business  reputation 


P 


establish  positive  business  reputation  as 
outlined  above 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 

MANAGE  BUDGET 


1.1     develop  budget  for 
program 


1 .2     implement  budget 


K 


K 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


outline  liow  to  develop  budget  for  program: 

a)  project  program  sales 

b)  determine  needed  resources, 
considering: 

materials 
services 
media  rates 
staff 

office  equipment 

c)  outline  how  funds  will  be  spent: 

•  review  previous  budgets  and 
allocations  of  funds 

d)  detail  weekly/monthly  budget  plans: 

•  projected  sales  -  review  bookings  to 
determine  unit  sales  and  expected 
revenue 

•  variable  costs  -  costs  that  are  specific 
to  particular  sales 

•  costs  of  resources  required 

•  costs  of  promotional  activity 

e)  liaise  with  other  departments  for  input 

f)  follow  corporate/department  budget 
format,  e.g.  time  frame 

g)  document  necessary  budget  statements 

h)  submit  for  approval 

I)  make  amendments  as  required 

develop  budget  for  program  as  outlined 
above 

describe  how  to  implement  budget: 


OPERATIONS 
AND 
FINANCIAL 
MANAGEMENT 


a)  develop  budget  control  guidelines: 

•  set  policy  and  procedures  within 
department  to  control  costs 

b)  monitor  revenues  and  expenses: 

•  review  daily  reports  to  ensure 
expenses  are  within  guidelines 

•  review  incoming  records  of  billing 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 

MANAGE  BUDGET 


1 .2  cont'd 


1 .3     analyze  program 
budget 


D. 

OPERATIONS 
AND 

FINANCIAL 
MANAGEMENT 


K 


•    monitor  deviations  from  budget 

c)  adhere  to  cost  control  measures  and 
implement  strategies  to  bring  actual 
performance  closer  to  projections 
when  necessary 

d)  report  discrepancies  to  immediate 
superior/finance  department 

e)  apply  discipline  for  budget  infractions 
within  department 

f)  negotiate  budget  adjustments  with 
immediate  superior/finance 
department  if  necessary 

implement  budget  as  outlined  above 

describe  how  to  analyze  program 
budget: 


a) 


b) 


compare  real  figures  and  actual 
performance  to  projections: 
allocation  of  funds 
actual  expenditures 
adjustments  to  allocations 
expenses  and  revenues 
make  recommendations  for 
mprovement 


analyze  program  budget  as  outlined 
above 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  2: 
DEVELOP 
DEPARTMENTAL 
OBJECTIVES 


2.1 


develop 

departmental 

objectives 


K 


outline  how  to  develop  departmental 
objectives: 

a)  review  performance  of  department: 

•  ensure  corporate  philosophy  is 
adhered  to  and  objectives  are  met 

•  ensure  marketing  plan  is  being 
followed,  considering: 

-  situational  analysis 

-  future  plans 

-  current  statistics 

•  compare  previous  objectives  with 
performance 

b)  develop  objectives  based  on 
performance  of  department  and  current 
information/statistics 

c)  prioritize  objectives 

develop  departmental  objectives  as  outlined 
above 


D. 

OPERATIONS 
AND 
FINANCIAL 
MANAGEMENT 
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DIRECTOR  OF  SALES  AND 


MARKETING 


SKILL  1: 
KNOW 

FUNDAMENTALS 
OF  MARKETING 


1.1     describe  nine  Ps  of 
tourism  marketing 


K 


describe  nine  Ps  of  tourism  mari<eting: 

a)  packaging  -  combine  products  and 
services  into  one  package  for 
customer  to  purchase  at  single  price 

b)  partnership  -  two  or  more  companies 
which  enter  into  agreement  to  satisfy 
basic  needs  of  customer,  e.g.  motel 
without  dining  facilities  entering  into 
partnership  with  restaurant 

c)  people  -  staff  of  operation;  trained, 
experienced,  skilled  and  have  positive 
attitude  toward  company  and 
customers 

d)  place  -  where  customer  can  go  to 
purchase  product,  e.g.  supplier,  travel 
agent,  tour  company 

e)  positioning  -  development  and 
communication  of  meaningful 
differences  between  own  company 
and  competition 

f)  price  -  monetary  value  for  product 

g)  product  -  mixture  of  benefits  customer 
expects  to  receive,  e.g.  customer 
buying  kayaking  trip  may  be 
expecting  to  satisfy  desire  for  fun  and 
adventure 

h)  programming  -  plan  of  special  events 
and  activities  as  added  incentives  for 
customers,  e.g.  hotel  adding  weight 
and  fitness  program 

i)  promotion  -  activities  which  make 
public  aware  of  and  want  product, 
e.g.  advertising,  publicity,  public 
relations 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 
KNOW 

FUNDAMENTALS 
OF  MARKETING 


1.2 


outline  factors  that 
make  marketing  of 
tourism  products 
unique 


K 


outline  factors  that  make  marketing  of 
tourism  products  unique: 


a 


capacity  to  produce  product  must  be 


developed  ahead  of  time 

b)  product  is  collection  of  experiences 

c)  product  is  amalgamation  of  several 
products,  e.g.  lodging,  transportation  and 
attractions 

d)  delivery  of  product  is  often  influenced  by 
intermediaries 

e)  demand  is  elastic  due  to  such  factors  as 
seasonality,  fashion,  economics  and 
politics 

f)  product  cannot  be  adjusted  as  quickly  as 
demand  can  change 

g)  customers  cannot  experience  product 
prior  to  purchase 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  2: 

EVALUATE  PRODUCT 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


2.1     develop  product 
description 


2.2     evaluate  product 


E. 

MARKETING 


K 


K 


describe  how  to  develop  product 
description: 

a)  identify  components  of  product,  for 
example: 

•  location 

•  facilities 

•  services 

•  accessibility,  for  example: 

-  proximity  to  public 
transportation 

-  pari<ing 

b)  describe  selling  points 

develop  product  description  as  outlined 
above 

outline  how  to  evaluate  product: 

a)  gather  information  on  product,  for 
example: 

•  provide  checklist  for  client 
feedback 

•  hire  research  agency 

•  examine  print  and  promotional 
materials 

•  review  facility  layout 

b)  compile  information  from  all  sources 
on  each  component  of  product 

c)  summarize  findings 

d)  make  recommendations  for 
improvements 

evaluate  product  as  outlined  above 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  2: 

EVALUATE  PRODUCT 


2.3 


follow  steps  to 
evaluate  features  of 
entire  destination 


2.4 


identify  factors  to 
consider  when 
pricing  product 


K 


K 


describe  steps  to  evaluate  features  of  entire 
destination: 


a) 


b) 


c) 


identify  destination  features,  for  example: 
local  attractions 
recreation  facilities 
festivals  and  events 
restaurants 
shopping 

transportation  and  accessibility 
accommodation 
nvestigate  destination  features: 
schedule  visit  to  determine: 

-  type  of  service/product 

-  breadth  of  product 

-  special  or  unique  features 

-  prices 

-  qualitative  differences 
record  impressions  of  feature 
components 

analyze  results  of  investigation: 

•  identify  all  benefits  of  destination 

•  determine  how  each  feature 
contributes  to  destination 

•  determine  role  or  position  of  own 
establishment  in  entire  destination 

document  results 
communicate  results  to  superior 


follow  steps  to  evaluate  features  of  entire 
destination  as  outlined  above 

identify  factors  to  consider  when  pricing 
product: 

a)  number  of  competitors 

b)  competitor's  price  for  similar  product 

c)  real  and  perceived  differences  between 
own  product  and  competitor's 


DIRECTOR  OF  SALES  AND 


MARKETING 


SKILL  2: 

EVALUATE  PRODUCT 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


2.4     cont'd  d)  seasonality  of  product 

e)  cost  of  providing  service 

f)  location  of  product 

g)  general  economic  conditions 


E. 

MARKETING 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  3: 

EVALUATE  MARKET 


3.1 


3.2 


3.3 


3.4 


define  market 
survey 


make 

recommendations 
for  new  market 
opportunities 


identify  criteria  of 
target  marketing 


evaluate  marketing 
projects 


K 


K 


K 


define  market  survey: 

set  of  questions  intended  to  obtain 
information  about  consumer 

describe  how  to  make  recommendations  for 
new  market  opportunities: 

a)  review  market  research,  e.g.  data, 
trends,  directories 

b)  identify  market  opportunities 

c)  assess  market  potential  of  each 
opportunity,  e.g.  revenues,  demand 

d)  make  recommendations 

make  recommendations  for  new  market 
opportunities  as  outlined  above 

identify  criteria  of  target  marketing: 

a)  geographies,  e.g.  size  of  municipality  or 
zone,  density  of  population 

b)  demographics,  e.g.  age,  stage  of  life 
cycle,  family  size 

c)  psychographics,  e.g.  values,  beliefs, 
lifestyle 

d)  organizational  profile,  e.g.  size  and  type 
of  industry,  number  of  years  in  business 

e)  frequency  of  use 

f)  purpose  of  use 

describe  how  to  evaluate  marketing  projects: 

a)  monitor  projects: 

•  determine  whether  project  is  meeting 
time  lines 

•  compare  achievements  with  project  . 
objectives  at  pre-determined  stages 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


E. 

MARKETING 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  3: 

EVALUATE  MARKET 


3.4  cont'd 


b) 


review  progress  and  quotas  of 
departments 
anticipate  shortfalls 
monitor  budget: 

check  if  budget  guidelines  are 
being  followed 
report  variances 
determine  follow-up  action 
periodically  review  department  action 
plans  to  determine: 

•  value  of  projects 

•  time  and  space  requirements  and 
limitations 

•  personnel  requirements  and 
limitations 

conduct  post-mortems: 

•  determine  results  and  compare  to 
goals 

•  document  suggestions  for  similar 
projects  in  future 


evaluate  marketing  projects  as  outlined 
above 


d) 


E. 

MARKETING 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.1  establish 

promotional  plan 


K 


describe  how  to  establish  promotional  plan: 

a)  set  clear,  measurable  and  achievable 
objectives 

b)  list  resources  available  to  accomplish 
objectives 

c)  assign  responsibility  and  authority  to 
accomplish  objectives 

d)  identify  promotional  opportunities: 

•    review  seasonal,  annual,  civic  and 
tourism-related  promotions, 
e.g.  festivals,  attractions 

e)  select  promotional  methods  most  likely  to 
meet  objectives,  for  example: 

brochures 
free  samples 
coupons 
contests 
special  offers 
sales  support  material 
gifts  and  novelties 
exhibits  and  displays 
trade  shows 
signs 

special  events 

f)  obtain  approval/agreement  of  co- 
operation from  parties  involved 

g)  prepare  budgets 

h)  develop  action  plan 

i)  determine  review  dates  and  follow-up 
required 

establish  promotional  plan  as  outlined  above 


DIRECTOR  OF  SALES  AND  MARKETING 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.2     develop  packaging 
strategy 


E. 

MARKETING 


K 


describe  how  to  develop  packaging 
strategy: 

a)  confirm  purpose: 

•  to  form  partnerships  with  other 
businesses 

•  to  satisfy  customer  need 

b)  identify  potential  components  of 
packaging,  for  example: 

transportation  companies 
accommodation  facilities 
food  and  beverage  facilities 
attractions 
seasonal  activities 
travel  agents 
tour  operators 

meeting  planners  and  incentive 
programs 
tourism  authorities 
other  businesses  in  area  which 
may  be  complementary 

c)  contact  component  sources  to 
determine: 

•  willingness  to  participate 

•  compatibility,  e.g.  customer 
orientation,  location,  pricing 

•  opportunities  for  co-operative 
advertising 

•  if  package  offered  is  different  from 
others 

d)  determine  mart<eting  strategy: 

•  identify  promotional  vehicles 
available  and  develop  audience 
profile  for  each 

•  select  promotional  vehicles  to 
target  market  segments, 

e.g.  place  advertisement  targeted 
at  business  market  in  business 
section  of  newspaper 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.2  cont'd 


4.3     design  site  tour 


4.4  make 

recommendations 
for  selection  of 
advertising  media 


K 


•    choose  vehicle  to  match 
establishment  philosophy  and 
establish  balanced  customer  base 

develop  alternative  plans  based  on 

different  scenarios,  i.e.  worst  case,  best 

case,  realistic  case 


develop  packaging  strategy  as  outlined 
above 

describe  how  to  design  site  tour: 

a)  inspect  site 

b)  identify  components,  for  example: 
equipment 
facilities 

accommodations 
food  and  beverage  outlets 
meeting  rooms 
guest  services 
entertainment 

c)  write  itinerary,  considering: 
time  requirements 
client  needs 
special  features 
best  order  of  presentation 

design  site  tour  as  outlined  above 

describe  how  to  make  recommendations  for 
selection  of  advertising  media: 

a)  determine  target  audience  by  reviewing: 

•  past  client  history 

•  directories 

•  data  purchases 

b)  consider  budget 


ALBERTA 
TOURISM 

EDUCATION 
COUNCIL 


E. 

MARKETING 
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ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


E. 

MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.4  cont'd 


4.5 


describe  AIDA  principle 
in  advertising 


4.6 


define  print  nnedia 
terminology 


K 


K 


c) 


d) 
e) 


dentify  advertising  nnedia  available, 
for  example: 
newspapers 
magazines 
direct  mail 
billboards 
radio 
television 
select  media  to  match  target 
audience  and  budget  restrictions 
present  recommendations  to  superior 


make  recommendations  for  selection  of 
advertising  media  as  outlined  above 

describe  AIDA  principle  in  advertising: 

a)  attention  -  get  attention  by  standing 
out 

b)  interest  -  develop  interest  by  focusing 
on  benefits  to  customer 

c)  desire  -  create  desire  by  showing 
how  product  will  satisfy  needs 

d)  action  -  promote  action  by  providing 
information  on  how  to  make  purchase 

define  print  media  terminology: 

a)  blue  line: 

trial  impression  of  document  sent  to 
client  before  final  print  so  client  can 
check  accuracy 

b)  camera-ready  art: 

final  product,  ready  to  be  printed 

c)  colour  key: 

colour  proof  to  allow  printer  to  verify 
colours  on  photos  are  exact 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.6  cont'd 


d) 


e) 


g) 


h) 


k) 


colour  separation: 

colour  printing  done  in  layers;  colours 
are  separated  on  photo  negatives  before 
layering 
copy: 

words  to  go  into  advertisement 

desk  top  publishing: 

process  of  producing  documents  ready 

for  print  with  computer;  includes 

graphics,  print  and  minimal  photographic 

capabilities 

dots  per  inch: 

print  advertising  is  composed  of  tiny 
dots;  magazines  are  typically  133  dots 
per  inch;  newspapers  are  often  85  dots 
per  inch 
halftone: 

process  by  which  continuous  tone  is 
simulated  by  reducing  image  to  be 
printed  into  series  of  dots  of  varying 
sizes 


mock-up/layout: 

rough  sketch  indicating  how  text  and 
illustrations  will  relate  to  each  other  on 
printed  page 
pantone  colour: 

universal  colour  matching  system 
produced  for  designers  and  printers 
photo  mechanical  transfer  (PMT): 
photograph  of  document  which  is  to  be 
sent  to  print;  has  limited  lifespan, 
deteriorating  within  months 
I)  plate: 

paper  or  metallic  negative  of 
photographed  original 
m)  position  print: 

photographic  print  that  is  positioned  on 
document  to  indicate  placement  of  photo 


ALBERTA 
TOURISM 
EDUCATION 

COUNCIL 


E. 

MARKETING 
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ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


E. 

MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.6  cont'd 


4.7     determine  sales  event 
participation 


n)  press  release: 

descriptive  written  statement  of 
upcoming  event  of  interest  to  media 
and  public;  usually  brief;  maximum  of 
three  pages 

o)  public  service  announcement  (PSA): 
brief  announcement  of  upcoming 
event  to  be  read  by  radio  or  television 
announcer  or  printed  in  newspaper 

p)  screen: 

dots  on  halftone;  the  greater  the 
number  of  dots,  the  finer  the 
reproduction 

q)  screen  percentage: 

intensity  of  darkness  on  screen 

r)  typesetting: 

setting  of  typewriter  characters  to 
produce  typed  copy  for  publications 

s)  velox: 

similar  to  PMT  but  has  longer  lifespan 

describe  how  to  determine  sales  event 
participation: 

a)  conduct  cost/benefit  analysis  of 
attending  sales  event: 

•  estimate  cost  to  attend,  e.g.  cost 
of  promotional  materials, 
registration,  accommodation, 
transportation,  display  space 

•  determine  ability  to  maximize 
expenditures  by  combining  event 
participation  with  sales  trip 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  4: 
DEVELOP 

PROMOTIONAL  PLAN 


4.7  cont'd 


•    anticipate  benefit  of  attending: 

-  review  past  reports  from  sales 
staff  and  event  organizer 

-  review  previous  attendance  lists 

-  estimate  number  of  sales  leads, 
industry  contacts,  increased 
knowledge  of  market  and  product 
to  be  gained 

b)  consider  other  factors,  e.g.  budget,  time 

c)  determine  sales  staff  member  to  attend 
considering  greatest  benefit  to 
organization  and  ability  to  gain  and  share 
knowledge 

determine  sales  event  participation  as 
outlined  above 


E. 

MARKETING 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  5: 

DETERMINE  PUBLIC 
RELATIONS 


aJbertt  requirements 

EDUCATIOK 
COUNCIL 


5.1 


make  recommendations 
for  public  relations  plan 


5.2 


determine  public 
relations  activities 


MARKETING 


describe  how  to  make  recommendations 
for  public  relations  plan: 

a)  review  public  relations  plan 

b)  research  local  and  regional 
opportunities  and  climate 

c)  discuss  opportunities  with  public 
relations  staff,  e.g.  publicity  events 

make  recommendations  for  public 
relations  plan  as  outlined  above 

describe  how  to  determine  public 
relations  activities: 

a)  identify  public  relations  requirements 
of  sales  and  marketing  department, 
e.g.  overall  plan,  specific  plans  as 
required 

b)  select  activities  which  best  fulfil 
requirements: 

•  consider  overall  marketing  plan 

c)  work  with  public  relations  staff  to 
meet  requirements: 

•  prepare  activity  plan 

•  establish  critical  path 

•  consider  budget  and  resources 
needed 

d)  obtain  approval  as  required 

e)  implement  plan 

f)  monitor  overall  plan  and  specific 
activities: 

•  identify  progress 

•  identify  problems  and  possible 
solutions 

g)  assess  results 
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SKILL  5: 

DETERMINE  PUBLIC 

RELATIONS 

REQUIREMENTS 


5.2  cont'd 


h)  determine  further  action: 

•  continue  activities  as  planned  or  with 
necessary  changes 

•  discontinue  activities 

determine  public  relations  activities  as 
outlined  above 


DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 
HIRE  STAFF 


1.1     outline  how  to  plan  for 
human  resource  needs 


K 


outline  how  to  plan  for  human  resource 
needs: 


a)  analyze  needs  of  department,  for 
example: 

•  objectives  and  responsibilities 

•  deadlines 

number  of  people  needed 

•  qualifications  required 

•  financial  limitations 

•  future  staffing  needs 

b)  obtain  or  develop  job  specifications 
and  descriptions 

c)  select  way  to  meet  needs  of 
department,  for  example: 

•  hire  new  staff 

•  train  current  staff 


1 .2    write  job  description 


F. 

STAFF 

MANAGEMENT 


K 


identify  how  to  write  job  description: 

a)  identify  components  of  a  job 
description: 

job  title 

general  summary 
duties 

specific  tasks 
reporting  structure 
qualifications 
method  of  evaluation 

b)  assemble  information  and 
specifications 

write  job  description  as  outlined  above 
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DIRECTOR  OF  SALES  AND  MARKETING 


SKILL  1: 
HIRE  STAFF 


1 .3     recmit  staff 


1 .4     screen  applicants 


K 


outline  how  to  recruit  new  staff: 

seek  candidates  using  one  or  more  of 
following  methods: 

a)  consider  current  employees  for 
promotions  or  transfers 

b)  ask  for  referrals  from: 

•  customers 

•  colleagues 

•  employees 

•  educators 

•  dealers 

•  suppliers 

•  competitors 

c)  review  applications  on  file 

d)  contact  educational  institutions, 
e.g.  participate  in  career  fairs 

e)  contact  business,  trade  and  professional 
associations 

f)  place  advertisements  with  newspapers 
and  manpower  centres 

g)  hire  employment  agency 

recnjit  staff  as  outlined  above 
outline  how  to  screen  applicants: 

a)  review  application  forms 

b)  eliminate  applicants  that  do  not  meet 
minimum  qualifications 

c)  conduct  short  interviews  to: 

•  confirm  accuracy  of  information 
supplied  on  application  form 

•  determine  applicant's  interest  level  in 
job 

•  rationalize  initial  impressions 

d)  choose  best  candidates  for  interviews 

screen  applicants  as  outlined  above 


ALBERTA 
TOURISM 
EDUCATION 
COUNCIL 


F. 

STAFF 
MANAGEMENT 
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SKILL  1: 
HIRE  STAFF 


1.5     interview  applicants 


F. 

STAFF 

MANAGEMENT 


K 


outline  how  to  interview  applicants: 

a)  prepare  for  interview: 

•  select  private,  comfortable  place 

•  schedule  applicants 

•  inform  applicants  of  interview 
times 

•  assemble  necessary  documents, 
wage  scales  and  other  relevant 
information 

b)  conduct  interview: 

•  greet  applicant  and  put  at  ease 

•  review  job  to  ensure  applicant 
understands  position 

•  provide  applicant  with  overview  of 
company 

•  gain  insight  Into  applicant's 
personality  and  skills: 

-  review  information  on 
application  form,  resume  and 
reference  list 

-  ask  open-ended  questions  to 
encourage  dialogue 

-  ask  about  strengths  and 
weaknesses 

-  ask  about  long-range  plans 

•  ask  applicant  for  any  questions 

•  ask  when  applicant  would  be 
available  to  start  work,  if  hired 

•  ask  about  salary  expectations 

•  explain  selection  process, 
e.g.  short-listing,  date  of 
notification 

"    thank  applicant 

c)  record  comments  and  rating, 

e.g.  using  standardized  interview  form 

interview  applicants  as  outlined  above 
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SKILL  1: 
HIRE  STAFF 


1.6 


select  final 
candidate 


1 .7     make  job  offer 
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outline  how  to  select  final  candidate: 

a)  refer  to  comments  and  rating  from 
interview 

b)  eliminate  unsuitable  candidates 

c)  rank  remaining  candidates 

d)  check  personal  and  business  references 

e)  select  most  suitable  candidate 

select  final  candidate  as  outlined  above 
outline  how  to  make  job  offer: 


a)  contact  final  candidate  to  verbally  offer 
position  and  outline  conditions  of 
employment,  including: 

•  specific  job  description 

•  performance  expectations 

•  probationary  period 

•  company  policies  and  procedures: 

-  organizational  chart 

-  reporting  procedures 

•  company  benefit  package 

•  salary 

b)  send  letter  of  offer  outlining  conditions 

and  benefits   

c)  if  candidate  declines: 

•  determine  reason  F. 

•  revise  offer,  if  appropriate  STAFF 

•  if  candidate  refuses  revised  offer,  MANAGEMENT 
contact  alternate  candidate 

d)  notify  unsuccessful  candidates: 

•  that  position  has  been  filled 

•  express  thanks  for  application 


make  job  offer  as  outlined  above 
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TRAIN  STAFF 


2.1     provide  orientation  for 
new  staff 


K 


describe  how  to  provide  orientation  for 
new  staff: 


a)  explain  company  philosophy 

b)  describe  company  image,  for 
example: 

•  overall  appearance  of  product 

•  consistency  of  product 

•  position  in  market  place 

•  prices 

c)  provide  mission  statement  and 
marketing  plan 

d)  describe  organizational  structure  and 
how  position  relates  to  others 

e)  discuss  policies  and  procedures 

f)  familiarize  with  product,  e.g.  tour 
department,  worthing  areas 

g)  introduce  co-workers 

h)  finalize  documentation  for 
employment 

i)  conduct  follow-up  not  less  than  one 
week  after  employee  has  started  job 


F. 

STAFF 

MANAGEMENT 


2.2     identify  benefits  of 
training  staff 


K 


provide  orientation  for  new  staff  as 
outlined  above 

identify  benefits  of  training  staff: 

a)  saves  expenses: 

greater  knowledge  and  skills 
increases  productivity 
•    reduces  staff  turnover 

b)  improves  morale 

c)  improves  quality  of  performance 

d)  enhances  career  advancement, 
e.g.  delivery  of  product  and  service, 
personnel 

e)  enhances  customer  experience 

f)  provides  competitive  edge 
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SKILL  2: 
TRAIN  STAFF 


2.3     implement  training 
program 


K 


outline  how  to  implement  training  program: 


b) 


c) 


perform  job  analyses: 

•  assess  organization  chart,  job 
descriptions,  job  specifications 

perform  task  analysis: 

•  assign  standards  and  conditions  to 
tasks 

determine  training  needs: 

•  compare  job  analysis  statements  with 
requirements  of  upcoming  work 

•  analyze  results  of  performance 
appraisals 

-    compare  actual  performance  to 
task  analysis 
formulate  training  objectives  based  on 
needs 

design  training  program  by  determining: 

•  duration 

•  location 

•  participants 

•  time  and  date 

•  methods  of  delivery,  e.g.  course, 
demonstration,  coaching 

•  educational  aids 

•  instructors 
conduct  training  program 
evaluate  training  program: 

•  have  staff  write  tests  and/or  perform 
on-the-job  demonstrations  to  measure 
knowledge  and  skills  acquired 

•  compare  results  to  objectives 

•  adjust  training  program,  if  necessary 


implement  training  program  as  outlined 
above 


F. 

STAFF 
MANAGEMENT 
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SKILL  3: 

MONITOR  STAFF 
PERFORMANCE 


3.1     direct  work  of  others 


outline  how  to  direct  work  of  others: 


a)  review  job  analysis: 

•  be  familiar  with  job  requirements, 
e.g.  time  management,  follow-up, 
cold  calls,  telemarketing,  direct 
mail,  product/service  tours 

•  assess  work  schedule 

b)  establish  working  relationships  with 
staff 

c)  negotiate  authority  and  responsibility 
with  staff 

d)  communicate  instructions  regarding 
tasks  both  verbally  and  in  writing 

e)  confirm  understanding  of  instructions 

f)  monitor  staff  performance,  for 
example: 

•  MBWA  (Management  by  Walking 
Around) 

•  performance  evaluations  and 
formal  supervision 

g)  provide  feedback  on  performance, 
e.g.  coaching 

h)  motivate  staff  by  providing  rewards 

i)  provide  staff  training  as  needed 


F. 

STAFF 

MANAGEMENT 


3.2     conduct  performance 
review 


direct  work  of  others  as  outlined  above 

outline  how  to  conduct  performance 
review: 


a)  review  job  description: 

•  duties  and  responsibilities, 
including  standards  of 
performance 

•  authority  or  power  to  carry  out 
tasks 

b)  review  performance: 

•  compare  actual  to  expected: 

-    standards  of  performance, 
e.g.  ability  to  meet  deadlines 
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SKILL  3: 

MONITOR  STAFF 
PERFORMANCE 


3.2  cont'd 


3.3     resolve  personnel 
problems 


K 


-  attitude 

evaluate  result  of  participation  in 
training  programs 
recognize  individual's  efforts 
identify  strengths/weaknesses 
determine  pay  level  and/or  promotion 

c)  review  sales  quotas  considering: 
number  of  sales  staff  compared  to 
overall  sales  target 
type  of  customer  sales  to  which 
individual  has  been  assigned 
previous  performance 
factors  influencing  sales  projections 

d)  conduct  interview: 
discuss  content  of  performance 
review 

develop  follow-up  plan  with  mutually 
agreed  upon  action 

e)  document  review 

conduct  performance  review  as  outlined 
above 


outline  how  to  resolve  personnel  problems: 

a)  ensure  staff  are  aware  of  company 
policies,  procedures  and  expectations 

b)  discuss  situation  in  private 

c)  focus  on  behaviours,  not  personalities 

d)  use  positive  reinforcement 

e)  assign  counselling  when  necessary, 
e.g.  organizational  or  professional 
assistance 

f)  reach  agreement 

g)  document  Incidents  and  solutions 

resolve  personnel  problems  as  outlined 
above,  with  consideration  of  company  policy 
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1.1     describe  components  of 
strategic  planning 


1 .2     develop  action  plan 


PROFESSIONAL/ 

PERSONAL 

DEVELOPMENT 


K 


K 


describe  components  of  strategic 
planning: 

a)  mission  statement  -  identifies  purpose 
and  philosophy  of  business;  includes 
information  on  marketplace  and  how 
business  serves  customers, 
employees  and  local  community 

b)  goals  -  ongoing  statements  of 
purpose;  desired  accomplishments 
business  sets  out  to  achieve  over 
specified  period  of  time 

c)  objectives  -  steps  to  be  taken  to 
reach  overall  goal  stated  in 
measurable  terms 

d)  strategies  -  methods  employed  to 
achieve  goals  and  objectives 

describe  how  to  develop  action  plan: 


adhere  to  mission  statement  and 
goals  outlined  in  company  plan 
determine  project  goals  and 
objectives 

delegate  responsibilities 
schedule  resources  including 
manpower  and  materials 
determine  deadlines  and  critical  dates 
by  setting  time  lines  based  on  action, 
time  and  resources 
analyze  plan  to  ensure  attainment  of 
project  objectives 

record  action  plan  including  objectives 

and  anticipated  results 

advise  staff  of  implications  of  plan 


develop  action  plan  as  outlined  above 
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1.3     manage  time 


K 
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describe  how  to  manage  time: 


a)  list  all  objectives  to  be  completed 

b)  prioritize  objectives 

c)  estimate  time  requirements: 

•  determine  amount  of  time  each 
objective  will  take  to  complete,  based 
on  previous  experience,  other 
projects  and  manpower 

d)  assign  time  lines  to  each  objective: 

•  establish  deadlines  based  on  priority 
and  time  requirements 

e)  assign  time  lines  to  activities  involved 
with  each  objective 

f)  carry  out  activities  of  each  objective 

g)  monitor  progress;  adjust  time 
requirements,  if  necessary 

h)  evaluate  outcome: 

•  analyze  variances  between  desired 
and  actual  outcomes  to  make 
adjustments  and  for  future  planning 


1 .4     solve  customer- 
related  problems 


manage  time  as  outlined  above 

describe  how  to  solve  customer-related 
problems: 

a)  determine  harm  or  inconvenience  to 
customer 

b)  do  not  assign  blame 

c)  generate  alternatives  to  correct  damage, 
considering: 

customer  satisfaction 
speed  with  which  problem  should  be 
resolved 
company  policy 
budget 

d)  select  best  alternative 

e)  implement  choice 


PROFESSIONAL/ 
PERSONAL 
DEVELOPMENT 
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SKILL  1: 

USE  MANAGEMENT 
SKILLS 


1 .4  cont'd 


f)  evaluate  choice: 

•    seek  feedback  from  customer  to 
determine  if  alternative  is  working 

g)  make  adjustments  if  customer 
satisfaction  has  not  been  achieved 

solve  customer-related  problems  as 
outlined  above 


G. 
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UPGRADE  INDUSTRY 
AWARENESS 


2.1     upgrade  industry 
awareness 


K 
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describe  how  to  upgrade  industry 
awareness: 


a) 


b) 
c) 
d) 
e) 
f) 


read  tourism  literature,  for  example: 

•  international  and  national  publications 

•  directories 

•  brochures 

take  tourism  courses  and  workshops 
network  with  others  in  industry 
join  industry-related  organizations 
participate  in  industry-related  events 
read  newspapers  and  magazines,  listen 
to  radio  and  watch  television 


upgrade  industry  awareness  as  outlined 
above 


G. 
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WITH 

IMMEDIATE 
SUPERVISOR 


1.1 


obtain  approval  of  sales 
and  marketing  projects 


1.2 


communicate  regularly 
with  immediate  superior 
about  projects 


H. 

INTER- 
DEPARTMENTAL 
COMMUNICATION 
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outline  how  to  obtain  approval  of  sales 
and  marketing  projects: 

a)  document  sales  projects'  goals 

b)  receive  approval  of  goals  from 
superior 

c)  develop  objectives  for  projects 

d)  gain  approval  of  objectives  from 
superior 

e)  create  action  plan 

f)  negotiate  approval  with  superior 

obtain  approval  of  sales  and  marketing 
projects  as  outlined  above 

outline  how  to  communicate  regularly 
with  immediate  superior  about  projects: 

dentify  projects,  for  example: 
marketing  plan 
action  plans 
public  relations 
advertising 
promotional  activities 

b)  determine  clear,  concise  and  regular 
reporting  procedures  with  immediate 
superior 

c)  present  reports  and  recommendations 
to  immediate  superior,  gaining 
information  for  reports  and 
recommendations  by: 

•  consulting  formally  and  informally 
with  agencies  and  department 
heads  responsible  for  project 
objectives 

•  documenting  results  of  surveys 
and  sales  reports 

•  comparing  progress  achieved  with 
objectives 
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1 .2  cont'd 
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d)  negotiate  new  project  objectives,  if 
necessary 

e)  submit  formal  plans  to  immediate 
superior 

f)  invite  feedback  from  immediate  superior 

g)  seek  full  discussion  of  changes  in 
marketing  goals  or  corporate  philosophy 
when  appropriate 

h)  seek  approval  of  continuance  of  all 
programs  and  activities 

i)  be  prepared  for  comprehensive 
performance  appraisal  sessions 

communicate  regularly  with  immediate 
superior  about  projects  as  outlined  above 


H. 

INTER- 
DEPARTMENTAL 
COMMUNICATION 
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SKILL  2: 
COMMUNICATE 
WITH  OTHER 
DEPARTMENTS 


2.1     communicate  with  other 
departments 


K 


describe  how  to  communicate  with  other 
departments: 

a)  identify  departments  involved  and 
information  required 

b)  prepare  information: 

•  write  report  to  summarize 
activities 

•  complete  forms  required  by  other 
departments 

c)  send  reports/forms  to  appropriate 
departments 

d)  schedule  follow-up  activities  required 
in  own  department 

e)  update  other  departments  and 
concerned  personnel  of  progress  and 
changes 

f)  maintain  records  of  interdepartmental 
communication  for  future  reference 

communicate  with  other  departments  as 
outlined  above,  with  consideration  of 
company  policy 


H. 

INTER- 
DEPARTMENTAL 
COMMUNICATION 
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